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The Role of Green Brand Equity on Luxury Hotel Performance: The
Mediating Role of Green Image and Green Awareness
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Abstract
This study seeks to validate previous reports by demonstrating a connection between broad
consumer views of green brand equity and environmental awareness and positive green brand
image perceptions of luxury tourism. The purpose of this study is to clarify the mediating role of
green image and green awareness in the relationship between green brand equity and luxury hotel
performance. The result of this article is to verify the positive relationships between green brand
equity and its two drivers – green brand image, green awareness which help to achieve hotel
performance for luxury brands.
Keywords: green brand equity, green awareness, green image, hotel performance
Recommended Citation: Bulya, I. C., Eziokwu, F. K., & Aberekor, G. (2022). The role of green
brand equity on luxury hotel performance: The mediating role of green image and green
awareness. In L. Altinay, O. M. Karatepe, & M. Tuna (Eds.), Advances in managing tourism
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Introduction
Recent years have seen a rapid escalation in environmental problems in society as a result of the
massive amount of pollution that interacts directly with industrial output throughout the world.
Companies are more willing to take on environmental responsibility as a result of increased public
scrutiny. As customers become more aware of environmental issues in response to global warming,
a growing number of businesses are scrambling to take advantage of the trend. As a result, ecofriendly promotion is becoming more crucial for some products, such as IT devices and software
(Martnez Garca et al., 2018).
The fact that various schools of thought use distinct theoretical models to examine eco-friendly
purchase behavior is indicative of their varying points of view. The behavioural schools take a
macro perspective on the issue of green consumption, while the branding perspective examines
how specific companies facilitate consumers' efforts to become more environmentally conscious
(Li, Li & Sun, 2019).
However, despite the fact that academic disciplines have made significant contributions to the field
of green marketing, there is always room for improvement. Research on green marketing and green
consumer behaviors in the context of luxury tourism is scant. Some researchers believe that the
lack of evidence linking environmental values and attitudes to environmentally conscious purchase
decisions is due in large part to the absence of a green branding perspective in the luxury tourist
industry. This hypothesis will be strengthened by the results of this study which indicate that
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luxury hotel performance may be improved by implementing a holistic green business strategy
that takes into account the needs of all stakeholders.
Therefore, the goal of this research is to provide empirical proof by demonstrating a connection
between consumers' general green brand equity and environmental awareness and their green
image judgments of high-end tourism. The goal of this research is to examine how green brand
equity influences the performance of luxury hotels via the mediating role of green image and green
awareness.
Literature review
Green Equity
As defined by Górska-Warsewicz et al. (2021), equity is the value that customers place on a
company. These assets and liabilities are related to a company's brand or symbol, as well as its
products and/or services, which may either enhance or diminish the value of a product or service
for an organisation and/or for its consumers. Customers' views rather than objective metrics are
used to define equality in this study by Khandelwal, Kulshreshtha, and Tripathi (2019). Green
equity is a novel concept in this research. Environmentally friendly goods or services given by a
luxury brand are evaluated by the customer's subjective and intangible evaluation, in addition to
the brand's objectively assessed worth (Khandelwal, Kulshreshtha& Tripathi, 2019). According to
Kulshreshtha, Tripathi, and Khandelwal (2019), "a collection of brand assets and liabilities
concerning green commitments and environmental issues associated to a brand, its name, and
symbol that contribute to or deduct from the value supplied by a product or service" is what green
brand equity is.
Green Awareness
The term "green awareness" is used to describe a consumer's understanding of items that are
environmentally friendly and how well they operate (Alamsyah et al., 2020). As shown by items
made by firms that already have an organic label, such as organic veggies seen in supermarkets
(Alamsyah et al., 2020). Consumers will enjoy superior health and environmental advantages
because to the product's environmentally friendly manufacturing technique and its superior
ingredients. As long as the business's actions and goods are trusted by the customer with great
environmental performance, it is possible to manage the customer's behaviour on eco-friendly
items, which is crucial for the firm to sustain (Alamsyah et al., 2020). Since this is the case, it
seems that developing a good consumer perception of green initiatives is not a simple task.
Customers' perceptions of product quality play an important influence in promoting environmental
consciousness. The reality is, for manufacturers, increasing client interest in goods via increased
understanding of the environment is an important marketing tool (Suki et al., 2016). Consumers'
awareness of goods, pricing, and pictures of eco-friendly items is the foundation of green
consciousness.
Green Image
Associating a green image with an organisation is a collection of customer beliefs about the
company. To Nguyen and LeBlanc (2001), an organization's image may be traced back to a number
of physical and behavioural characteristics such as its name, architecture, and the range of goods
https://digitalcommons.usf.edu/m3publishing/vol16/iss9781955833080/11
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and services it offers, as well as to how employees interact with customers and convey their own
sense of quality. Organizations now have the opportunity to examine customer green attitudes and
behaviours in order to distinguish green marketplaces depending on consumer demands, thanks to
the development of environmentalism (Nysveen et al., 2018). Hwang and Lyu (2020) claim that a
company's green image reflects its consumers' perceptions of its environmental responsibilities
and worries. According to Wu et al. (2014), a positive image precedes contentment and has a
significant impact on how satisfied people are. Perception of quality is an important factor in a
brand's image, according to a study published by Nysveen and colleagues in 2018. To some extent,
quality perceptions in a service company are informed by both the technical and functional aspects
of the service as well as by any marketing efforts (Grönroos, 1990). Minor errors may be accepted
if the impression of an organization's image is positive, but if they occur often, the image of an
organisation will be degraded. Predictors of consumer switching behaviour have been shown to be
linked to the brand's reputation (Han and Hyun, 2013). According to Han and Back (2008),
consumers' views and behaviours toward goods and services are strongly influenced by how an
image portrays the product or service.
Over the last decade, there has been an increasing emphasis on incorporating more
environmentally friendly or "green" marketing strategies into the overall strategy of selling
products and services (Hagmann et al., 2015). Individuals are ready to spend more money on green
goods and services as a consequence of this (McBoyle, 1996). Individuals who have a positive
self-perception of their environmental stewardship have been shown to report greater levels of
happiness and better health as a result of living in a greener society (Welsch &Kühling, 2018;
Binder &Blankenberg, 2017).
The terms "green image" and "corporate image" seem to be linked. This is due to the fact that
companies' public relations efforts increasingly focus on activities that have an adverse impact on
the natural environment. Environmental commitments communicated by a company's
management greatly boost the overall corporate reputation of that organisation (Sah Xie et al.,
2019).
When it comes to luxury brands, a business's public image is shaped by stakeholders' perceptions
of such brands based on different signals (such as corporate vision, culture, the company name and
logo). An environmentally-friendly image may be created by taking a favourable attitude toward
environmental concerns.
Luxury Brand Performance
There are many different ways to define the word "luxury." For example, luxury is seen as a social
science topic because of its intimate ties to lifestyle, history, sub-culture, and the state of existence.
Regarding merchandise, the terms "luxury" and "premium" are interchangeable (Nadia et al.,
2020). As a result of an exclusive distribution strategy, exclusive public relations, and exclusive
marketing techniques, it provides a sensation of distinct and unique quality (Nadia et al., 2020).
To define one's (the social maker's) elite social position, luxury brands have a greater and more
distinctive appeal. They are developed by the experience and affection of their owners, and they
are beautifully presented by art and love. Furthermore, the premium firm has a long-term strategy
and is established by its founder. As a means of distinguishing oneself from their peers or achieving
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a higher social status, people buy costly things and choose to separate themselves from others
(Nadia et al., 2020).
Socially Responsible Investment Theory
All riches and life destinations may be refreshed by using money and socially motivated financial
organisations, such as MFIs, throughout the years to address problems. This is the SRI hypothesis.
Environment, employment, and regional and provincial activities (Hemerijck, 2018). Additionally,
SRI concentrated on national, environmental, and long-term sustainability metrics (Revelli, 2017).
The constant use of resources to the achievement of society policies, monetary and social
characteristics, attitudes and objectives. However, the ecological calculation aims to obtain
monetary advantages via naturally responding programmes, while the management perspectives
are focused on participating in efforts within the framework of financial, social, and natural
activities. The advantages (Revelli, 2017).
The SRI hypothesis serves as a model to increase the links between green financial activity and
socially conscious initiatives as a means of strengthening the green image, banking morale,
banking dependability, and management of the banking industry (Corzeb and Samanego-Medina,
2019). For example, a green bank must be socially aware, taking into consideration the
environmental effect of planned or present actions before moving forward. As a result of the
existing partners' high demands, which influence aspects such as the viability and overall health
of the relationship (Statman, 2004). Because of the positive effects on people and the environment,
optimistic perspectives are often associated with SRI. It is also viewed as a crucial approach for
companies to establish an optimistic image that is required for the retention of members and the
improvement of the relationship between organisations, customers and government (Burgessy et
al., 2014). This means that a large portion of the partner premium is generated by the assumption
that social and environmental advantages would influence venture decision-making (Pedersen et
al., 2021).
Hypothesis
•
•
•
•
•
•

H1: Green brand equity has a positive impact on green image
H2: Green brand equity has a positive impact on green awareness
H3: Green image has a positive impact on luxury hotel performance
H4: Green awareness has a positive impact on luxury hotel performance
H5: Green image has a mediating influence on the relationship between green brand
equity and luxury hotel performance
H6: Green awareness has a mediating influence on the relationship between green brand
equity and luxury hotel performance

Methods
The research design for this study is quantitative. In the study, a research model was used. This
research method is used to seek for correlations between variables and to forecast future trends
based on current information (Asamoah, 2014). This study will use convenience sampling
approaches. This study's demographic and sample will include both consumers and
employees/managers of five-star luxury hotels in Nigeria. The findings of the participants will be
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entered into the SPSS 22.0 programme in a methodical manner. To put the suggested concept to
the test, a questionnaire was created and tested at five-star luxury hotels in Nigeria. The data was
gathered using an online questionnaire created using GoogleForms (check Appendix for research
questions). The shared link brought respondents to a googleform containing the questionnaire for
self-administration. Respondents were told to answer all questions. In all, 352 questionnaires were
issued, with 150 returned and included in the final data analysis. The Yamane formula (1973) was
used to compute sample size in this study. In this study, several tests will be performed to explore
the predicted correlations between variables. The test contains the frequency distribution test, the
reliability test, the correlation test, and the regression test. The numerical representation of the data
analysis, as well as the needed visualisation of the obtained data, would be included in the table
and diagram.
Empirical Model

Green
Image

(H1)

(H3)
(H5)

Green
Brand
Equity

Luxury Hotel
Performance

(H6)
(H2)
Green
Awareness

(H4)

Results and Findings
Table 1 present the demographics variables indicating that the study comprises of more male
respondents (69%) and highest group of managers within the age range of 31 to 45 (55%) and
about (65%) with Masters’ degree and a high percentage of manager (67%) has been employed in
their respective FIs for 4 to 9 years.
Table 1 indicating that the study comprises of more male respondents (72%) and highest group of
managers within the age range of 31 to 45 (65%) and about (63%) with Masters’ degree and a high
percentage of manager (69%) has been employed in their respective FIs for 4 to 9 years.
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Table 1. Demographics Variables
Measure
Gender
Age

Education
Years with
Firm

Categories
Male
Female
Below 30yrs
31 -45
46- 55
56 and above
Bachelors
Masters
PhD
Other degrees
Less than 3yrs
4 -9
10 and above

Percent (%)
72
28
6
65
21
8
32
63
2
3
20
69
11

Table 2 presents the correlations among each variable (BE-GI 0.754, BE – GA = 0.793, G1- HP =
0.688, GA –HP = 0.702). All the correlations among variables are significant at .01 level. The
regression coefficient among BE and GI was 0.75 (p < .001); BE and GA was 0.79 (p < .001); GA
and HP was 0.71 (p < .001); GI and HP was 0.69 (p < .001), supporting hypothesis 1, 2,3 and 4
(Table 2).
Table 2. Correlation and Regression Path
Regression Path
BE– GI
BE– GA
GI - HP
GA - HP

Correlation
.754
.793
.688
.702

Coefficient Beta
.75
.79
.69
.71

P.value
.000
.000
.000
.000

Remarks
supported
supported
supported
supported

Significant at 0.05 (two-tailed)
Confidence level 95%

The table below shows that the relationship between BE, GI, GA and HP has a more indirect effect
as compared to the direct effect of BE - HP. The stronger effect in indirect effect (.648& .682) as
compared to the direct effect (.484) ascertains a mediation effect in the relationship. The P-value
is less than 0.05 which also ascertains the mediation effects. Thus H5 and H6 are supported
Table 3. Direct and Indirect Effect (Using Andrew Gayes Approach)
Direct Effect of BE on HP
Effect
Se
T
BE - HP .484
.056
10.639
Indirect Effect (s) of GB on SQ
Effect
BootSE
BE-GI-HP
.648
.083
BE-GI-HP.682
.089

P
.000

LLCI
.574

BootLLCI
.577
.607

BootULCI
.833
.852

ULCI
.604

Conclusion
Green brand equity and its two primary drivers – green brand image and environmental awareness
– enable luxury businesses achieve hotel performance, which is the main goal of this study. Green
image and green awareness are also shown to be mediators in the association between hotel
performance and green brand equity in this research. It was shown that brand equity research may
be applied to the environmental context and that green brand image and awareness have a
favourable impact on brand equity. The long-term environmental plans of luxury hotel brands
should embrace the notions of green brand image and green awareness in the stage of strategy
https://digitalcommons.usf.edu/m3publishing/vol16/iss9781955833080/11
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development if they want to improve their green brand equity. For the purpose of comparing this
study's findings with those from other nations' experiences buying similar items, this research was
carried out. With only cross-sectional data from a questionnaire survey, this research was unable
to examine the dynamic change in green brand image, green awareness, and brand equity in the
various phases of environmental legislation throughout the globe. Future research may therefore
focus on a long-term study of environmental rules throughout the globe in order to discover the
disparities in green brand image, green awareness, and green brand equity. Finally, this author
expects that the findings will be valuable to managers, academics, practitioners, and governments,
and that they will serve as a useful reference for future studies and research projects.
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